With the development of Internet economy, the excessive consumption in online shopping has gradually become a social problem. The existing research on excessive consumption is mainly from the irrational consumption, in fact, the excessive consumption in the specific form of expression, the influencing factors have their own unique characteristics. Based on the TPB, the theory of planned behavior can be used to explain the excessive consumption in online shopping. Among them, behavior attitude has a greater impact on the excessive consumption intention, while subjective norm has little influence on it. Besides, perceived behavioral control has an impact on the intention and behavior of the excessive consumption. Therefore, it is important to discuss how to reduce excessive consumption and guide consumers to establish a correct view of consumption.
Introduction
In the echo of Electronic Commerce, online shopping has become a necessity in people's lives. According to 2016 Chinese Online Shopping Insight Report and Online Shopping Guide by China Electronic Commerce Research Center, despite that the increment of online retail market transaction began to level off, the overall scale of that, which has reached 5 trillion in 2016, is still expanding.
Under such circumstances as increasing number of on-line shoppers, enlarging trades scale, and heavily sales promotion during "Double 11" and "Double 12", which are Chinese Internet Shopping Days, excessive consumption, a prevalent phenomenon that purchases exceeding demands and consumption exceeding economic capacity as well as addiction to purchasing online, has become a social problem. Far from saving our time and money as it seems, convenient purchasing on the Internet, on the other hand, also cause unnecessary waste in the whole society. Consequently, it is of great vitality to research into the origin of excessive consumption, and advocate moderate expenditure ethics among both individuals and the whole society.
Recent study on online consumption at home and abroad mainly focuses on irrational consumption and impulsive purchase. With regard to excessive consumption, research is comparatively insufficient without clear definition and systematized study on its influencing factors. Therefore, based on the previous study, the research will concentrate on the over consumption on the Internet and its manifestations, and, moreover, an empirical research grounded on the Theory of Planned Behavior will be conducted into its influencing factors.
Literature Review
Present literature shows that most study on excessive consumption have largely focused on irrational consumption. Scholars from home and abroad have carried extensive discussion on it from many perspectives, but the boundaries between over and irrational consumption still remains vague. It is generally accepted that excessive consumption is a behavior to consume beyond one's demand and economic ability which might cause social disorder and a waste of resources. By comparing connotations of the two terms, we can conclude differences in definition, classification and factors (Table 1) . Irrational consumption is a decision-making behavior when individuals violate utility maximizing rule. It is universal because there is only limited rationality in customers. Therefore, they are likely to be induced to make unreasonable decision by external factors like promotion and purchase situation. Excessive Consumption, on the other hand, underlines an extension of objective boundaries like individual's external demand and economic capacity. It is still irrational consumption in essence, but have distinctive formative characteristics and influencing factors.
Table1.Comparison between Irrational Consumption and Excessive Consumption

Definition
Irrational Consumption
Irrational consumption is a behavior that consumers violate utility maximization under different preference. (Kahneman,1979) Irrational consumption is the violation of utility (satisfaction) maximization rule where consumers select the acceptable alternatives rather than a certain maximum. (Simon,1956) Irrational consumption is illogical consumption. (Malthus) Irrational consumption is a non-standard consuming behavior which exceeds given constraints. (Huang Dehai,2000) Irrational consumption behavior refers to the unreasonable consumer's decision due to various unreasonable factors. (Huang Shoukun,2005) Excessive Consumption Excessive consumption refers to consumption levels that exceed the objective limits and are incompatible with the level of development of productive forces. (Lin Baipeng,1991) Excessive consumption refers to the consumption patterns beyond real economic conditions and reasonable demand. (Wang Fengnian,2002) Excessive consumption generally refers to the consumption that exceeds consumer's ability or demand. Irrational,unhealthy consumption is also included.. (Li Qingyi,2005) 
Classification
Irrational Consumption
Impulsive and inert. (Becker) Consumption due to loyalty, temptation and conformity . (Huang Heshui,2005) Consumption that 1) fail to maximize utility, 2) fail to meet the law of diminishing marginal utility, 3) fail to take into account the constraints like income or income classes, 4) caused by wrong expectations involving risks and opportunities, and 5) abnormal consumption . (Huang Shoukun,2005) Impulsive buying, conformity buying, compulsive buying and conspicuous buying. Excessive Consumption premature consumption, conspicuous consumption and morbid consumption. (Li Qingyi,2005) premature consumption, squandering consumption. (Liang Jia, Wang Yan, 2007) Debt consumption, conspicuous consumption and morbid consumption. (Zhu Ling,2006) 
Influencing Factors
Irrational Consumption
Convenience of payment. (Dutta,2003) Sales, promotions and suggestions. (Sandy Dawson & Minjeong Kim,2010) Interactivity and vividness of Website. (Kathy Ning Shen,2012) Stimulus provided by manufactures, situation when purchasing and individual characteristics. (Chen Minghui,2001 ) Knowledgeability, entertainment, interactivity and security of a website. (Wang Qingsen,2008) Consumer psychology, the buying situation and features of product. (Zhu Xiaodan,2011) Excessive Consumption From the sociological and psychological point of view, the inherent fundamental driving factor of excessive consumption is people's psychology of conformity and conspicuousness. (Li Wei,2006) Vanity, "mianzi"consumption in the traditional culture, the concept of carpe diem among young people, atmosphere of high consumption by business advocacy , the impact of new consumption method and the impact of Western consumption patterns. (Zhai Honghua,2011) On the other hand, Excessive Consumption in Network Economy differs from traditional one in the past as well. Compared with traditional excessive consumption which is generally out of ostentation or conformity for consumers in order to gain identity or admiration from others, excessive consumption in the era of Internet emerges with considerably complex reasons.For example, over and useless consuming due to sales promotion or a low price, premature consumption brought by the development of credit consumption, as well as morbid consumption for addiction to shopping on-line. Therefore, based on traditional one, Internet excessive consumption here is defined as a behavior of online consumption that exceeds customers' real demand and economic capability due to a lack of rationality under network marketing, and will therefore lead to a waste of resources.
Empirical research of EC based on TPB
The Theory of Planned Behavior in online consuming
The Theory of Planed Behavior (TPB) is proposed in 1985 by Ajzen grounded on its predecessor, Theory of Reasoned Action (TRA). It assumes that customer's behavior is influenced by behavioral intention, which is further determined by individual's attitude and subjective norm. Given by Ajzen that most individuals behave under a existence of both rationality and its opposite, he introduced TPB by including another construct: Perceived Behavioral Control (PBC).
TPB is widely applied in the realm of consumer behavior because of its effectiveness in explaining and predicting consumers' intention and behavior. The importance of PBC in this model is later verified by the greatly improved power to interpret after the inclusion of this variable (Sheeran 2003) . Madden et al. (1992) confirmed that TPB, compared with TRA, performs better in explaining consumer behavioral intention and behavior. Current research indicates that the theory can also be applied in the study of online purchasing. Hansen believed that it can be employed on the study of online purchasing intention. Research by Gopi et al. also reports a positive correlation between intention when shopping online and influencing factors as behavioral attitude, subjective norm and perceptual behavioral control. Orbell's study (2001) demonstrated that three factors above can account for 77% of total variation. Research also discloses that TPB can predict effectively on continuous online shopping intention.
Hypothesis and Research Model
Based on TPB, the research will construct the model of how the factors affect excessive consumption (EC) online. The research assumes that (1) individual's behavioral attitude (BA), subjective norms(SN) and perceived behavioral control(PBC) related to excessive consumption not only affect each other but also amalgamate to influence the intention of excessive consumption, (2) which further determines the behavior of over consumption. Among all the factors, attitude toward excessively consume denotes a customer's positive or negative evaluation of performing the behavior; SN on EC refers to consumer's perception of the social pressure from important others about whether to consume excessively; PBC over EC is defined as a customer's perception of how easy or difficult it would be to carry out excessive consumption and the controllability over excessive consumption. EC intention is the tendency for a customer to consume excessively; and finally EC behavior is the specific excessively consuming activity when purchasing product online.
Following TPB, the research reckons that there is interplay among consumer's attitude, subjective norm and perceived behavioral control, and the three factors directly influence the behavioral intention of excessive consumption. Therefore, we suggest that:
H1:
Attitude to consume excessively and SN on consuming excessively positively influence each other. H2: SN on consuming excessively and PBC over consuming excessively positively influence each other.
H3:
Attitude to consume excessively and PBC over consuming excessively positively influence each other.
H4:
Attitude to consume excessively positively influences customer's intention to consume excessively. H5: SN on consuming excessively positively influences customer's intention to consume excessively. H6:
PBC over consuming excessively positively influences customer's intention to consume excessively. H7:
Intention to consume excessively positively influences customer's behavior to consume excessively.
At the same time, Ajzen referred that PBC can also be employed in purchase prediction. It is indicated by Kraft (2005) that PBC is the belief for people to accomplish a certain goal which , by present research, will distinctly affect individual's behavior. Therefore, the research assumes that:
H8: PBC over consuming excessively positively influences customer's behavior to consume excessively.
In conclusion, we propose the modeling as follows: 
Research Methodology
Measurement Development
This research mainly focuses on the behavior of participants related to excessive consumption online, including online purchase on credit or installment plan, quantity buying that exceeds demand when encountering promotion, buying unnecessary commodity and uncontrolled impulsive purchasing whenever it is possible.
The key variables include attitude toward excessive consumption, subjective norm on excessive consumption, perceived behavioral control over excessive consumption and intention to purchase excessively. All measurement items were drawn form maturity scale abroad and then adapted according to our specific scenario into lists below: 
Survey Administration
The questionnaire is divided into three parts: the first part comprises instructions to complete the scales; second part is the body which distinctively tests respondents' attitude, subjective norm, perceived behavioral control, behavioral intention and behavior related to excessive consumption. All measurement items are tested in Likert Seven Scaling Method which is universally used, requiring respondents to rating among the choice from "extremely disagree" to "extremely agree"; and the third part is designed to access participants' demographic characteristics. Several pretests were conducted to confirm the measurement properties of the items and certify the validity and effectiveness of the study. Given that university students are the backbone of online purchasers with abundant online shopping experience, the pilot test were conducted with 50 Sichuan University students.All of the questionnaires are retrieved with validity.Then the items are refined according to pretest responses to make sure each particular is understandable, answerable and without various interpretation. Finally, the formal survey is shaped.
Data Collection and Descriptive Statistics
Formal test is conducted online through toll service provided by SoJump, an online survey platform in China. The final result comprised 321 effective samples, at an effectiveness rate of 91.71%. 29 invalid samples completed within three minutes are eliminated considering the time-consuming process to fill massive items. The result is considerable representative with participants' geographic position covering almost all part of the nation. 
Data analysis
Measurement Validation
Measure reliability of data collected was assessed using SPSS20.0. That Cronbach's Alpha of each scale exceeds 0.7 indicates that the scales are acceptable with tolerable reliability. On the other hand, derived and revised accordingly from maturity scales of present research, scales in the research demonstrate adequate validity. Furthermore, we conducted confirmatory factor analysis using AMOS21.0, testing the standard factor loadings and average variance extracted (AVE) of each latent variables. Both are reported higher than 0.5, signifying a well-performing internal quality and acceptable convergent validity. 
Structural Equation Modeling
Using AMOS21.0, we fit the proposed research model to processed data on the basis of structural equation modeling.
Goodness-of-fit index is listed as follows:
Table5 These results show that parameter estimate of paths among three variables -behavioral attitude, subjective norm and perceived behavioral control-are all significant at the 0.001 level. BA, SN and PBC significantly influence each other. The coefficients of path from BA, SN and PBC to EC intention are respectively 0.431, 0.141 and 0.221, all of which are significant at the 0.001 level. Therefore, H3, H4, and H5 are verified. Path coefficients from intention, PBC to behavior of EC, significant at the same level of 0.001 are respectively 0.728 and 0.227, which provides verification of H7 and H8.
Conclusions and Suggestions
The research confirms by empirical investigation that, under Network Economy, excessive consuming behavior will be influenced by behavioral intention to consuming excessively, which is further affected together by customers' attitude, Subjective Norm and Perceived Behavioral Control related to over consumption. Meanwhile, Perceived Behavioral Control over excessive consumption will directly influence excessive consuming behavior. It is shown that TPB can adequately interpret the phenomenon of excessive consumption online.
The results include details as follows:
Firstly, behavioral attitude towards excessive consumption has a strong influence on the final behavior as is showed in the research. 12.6% of the participants declare in the research that they "plan to consume excessively recently" and even 13.8% of the respondents select to "consume excessively if it is possible", all of which discloses the urgency for related department, in order to encourage rational consumption, to properly conduct an establishment of scientific idea and attitude towards excessive consumption among consumers.
Secondly, compared with behavioral attitude, Subjective Norm on excessive consumption shows little impact on final behavior. It reveals, on the other hand, insufficient public attention to over consumption, which leads to a lack of positive social guide and the impotence for subjective norm to constrain and influence.
Thirdly, Perceived behavioral control influences directly not only behavioral intention but also behavior of excessive consumption. With lower goods price and advanced logistics, 90.2% of the online consumers agree to the claim that "According to excessively consumption, I have enough knowledge and ability to do so", 82.2% reckon that consuming excessively will completely under their control. This indicates the great chances that the jeopardy of online over-consumption is underestimated and, thus, negatively aggravate this phenomenon.
With all the results above, we can conclude that it is of great urgency for the public to notice and pay attention to online excessive consumption, have it conducted with the aim to better promote the development of green and sustainable consumerism by conveying a scientific money ethics.
